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Abstract 
Governance denotes transparency, clarity, accountability, participation, effectiveness, respect to law and social responsibility. 
These aspects necessitate that everybody should be aware of their right and responsibilities and also claim them. Thus, a new 
citizenship consciousness has been developing. This consciousness symbolizes a new individual identity claiming their rights for 
problems and demanding high standards. In this context, the means of social media are getting used more and more by young 
publics to realize governance, especially Generation Y.  
Generation Y in Turkey has drawn attention during the Gezi Park protests emerged as an activist movement. Accused of being 
totally out of politics, even ‘apolitical’, Generation Y has shown that they have something to say about the world as well as the 
society they are living in and also they are not afraid of expressing their opinions.   
Social media are particularly preferred because of fast and easy access to the electorate, one-to-one and intimate communication 
opportunity, providing correct information spontaneously and preventing rumors. Particularly Twitter, as one of the means of 
social media, is preferred in election propaganda due to providing instant messaging and effective communication. The aim of 
this article is to manifest the way that the youth called Generation Y express their political preferences during a local election 
period through their use of social media. With regard to the hypotheses above pertaining to political source, political preference 
and political action, this study intends to present how effectively these young people demonstrate their political preferences as a 
way of expressing their political sources during March 24, 2014 local elections as well as their political action attitudes by 
comparing the election results and the discourses in social media. Thus, a research study will be implemented to Generation Y 
university students.   
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Introduction 
To some extent, the use of social media by the public functions as governance. Therefore, governance 
refers to transparency, straightforwardness, accountability, participation, effectiveness, respect to the rule of law and 
social responsibility. These aspects necessitate everyone to be knowledgeable about their rights and responsibilities 
as well as demand for them. As a result, a new consciousness of citizenship has begun to develop. This 
consciousness represents a new individual identity that demands for the solution of their problems and requiring 
high standards, but at the same time, plays an active role in determining and implementing these standards apart 
from finding solutions and generating structures (Argüden, 2005: 1).   
 The power of social media has been noticed by politicians and incorporated into the communication 
strategies during the election periods in Turkey, as in the world. It can be discerned that particularly social media 
has a special feature in contemporary election strategies. Social media is particularly preferred for reaching the 
electorate easily and quickly, providing one-to-one and intimate communication opportunity, conveying correct 
information instantaneously and also preventing rumors. It is seen that politicians use the means of social media 
extensively to strengthen the ties among the electorate, give information about their political stances and encourage 
participation.  These means are the most important elements of the campaigns during election periods. Twitter, as 
one these elements, is especially preferred as it provides the opportunity of instant messaging and effective 
communication. Generally speaking, when Twitter use is considered, the practices of Turkish politicians cannot go 
beyond the watchword: “it is necessary to be in social media.” 
 In this study, the Twitter messages of the candidates for the municipalities of three metropolises during 
2014 local elections from the governing party along as well as the opposition parties will be analyzed with content 
analysis method with respect to interaction, information and agenda.  
 
Governance and Social Media 
Governance is a system of rules independent of the objective meanings seen in the imposed rules and 
regulations. In other words, “governance is a system of rules that gains functionality only if it is accepted by the 
majority…however governments usually launch their policies notwithstanding stiff opposition. Considered from this 
point of view, governance is always effective in realizing a systematic continuity; otherwise, governance cannot 
survive, because ineffective governance will lead to anarchy and chaos” (Rosenau, 2000: 4-5). In the same way, “the 
proponents of global governance generally accept that the need for governance is derived from the global process” 
(Mingst, 1999: 94). According to Aktan (2005), good governance denotes a political and economic order compatible 
with representation in state administration, participation and control, an effective society, the rule of law, central 
administration, explanation in accordance with quality and ethics, responsibility for transparency, methods for 
providing alternative services, competition and market economy and finally digital revolution, i.e. the recent 
developments in fundamental technologies (Mengü, 2012: 86).  
 
The countries that can implement good governance are also those that can perform their economic and 
social developments best. Nevertheless, good governance may lead to the risk of being governed by the others. By 
assessing the sources carefully, citizens should be assisted through production, democracy and legislation. Thus, the 
power and function of non-governmental organizations play a crucial role in realizing these objectives. Civil society 
or democracy necessitates a convenient area in the public sphere, so the interests in conflict should have an 
opportunity to get into market. However, the intensity in the media and institutional globalization has distorted the 
balance of this playground. As a result of not only economic, but also political factors, the mass media does not 
provide equal opportunity of access (Hiebert, 2005: 3).  
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Public opinion directs and constrains the actions of individuals. Hence, “the institutions and methods 
influencing public opinion assume importance…the source of the values that public opinion depends on is generally 
customs and traditions. Even though public opinion is influential on laws, it; in fact, goes beyond the commands in 
laws” (Bottomore, 1970: 261). Similarly, it can be argued that the mainstream media in Turkey has a noticeable 
dominance. Public broadcasting is getting difficult due to legislative regulations. As a consequence, public 
broadcasting is losing power against private broadcasting. In such an atmosphere, it is quite difficult for individuals 
to express themselves. As a result of pursuing a magazine prone policy, the media gives rise to the emergence of 
individuals who are unaware of their rights and responsibilities in judicial and political areas and who can easily be 
directed by social changes.  “The mass media continuously increases the volume of the information that individuals 
want to obtain about what is going on in a society; however, the media also prevents them from transforming this 
knowledge into action” (Sennet, 1996: 352). In this regard, individuals always have the potential of transforming 
knowledge to action. Blumer, defines the preliminary groupings where these behaviors appear as crowd, mass and 
public: Crowd is a group of individuals got together with an effort to obtain certain results, to experience collective 
delectation from a particular experience and express themselves. Mass; on the other hand, consists of individuals, 
each of whom acts consciously, but, perform it only for sharing a common point that they can reach simultaneously. 
Conveying the same message to the homes of the individualized entities simultaneously, the mass media also create 
similar actions for them. In addition to these, public is a group of people who have come together in order to discuss 
a common point, over which they have a dispute, but who have had no interaction so far. This can be regarded as the 
vision of rational discussion pertaining to the public sphere (Crossley, 2002: 28). 
 
 The media has been the most important element of the public sphere in network society (Castells, 2008), 
the power of the social movement initiated by activist groups to change public opininon is mainly based on the 
ability to shape the discussions in the public sphere. “New communication technologies create platforms based on 
participation and discussion for public to share their opinions and activities. According to Vural and Batı, identified 
as social media, this world has a significant position as it can bring people together and improve interaction between 
individuals apart from being individual oriented. In fact, during the process in which new information technologies 
provide a fast exchange of knowledge, social media appears as an important element for not only the formation and 
organization of the publics, but also enable their participation in these organizations by increasing their level of 
consciousness and awareness.”    
 New communication technologies are gradually providing greater opportunities to have interaction with the 
electorate through the applications in social networks. Apart from easing the interaction with citizens or electorate, 
the technologies provide an important contribution to reach the electorate out of the mainstream media, motivate the 
independent political agenda and strengthen the solidarity of active supporters. Social media is now regarded as ‘an 
indispensable element of modern campaigns’ (Panagopoulos 2009: 9; Grusel, Nord, 2012). Twitter messages are 
open to the access of everyone and the users can have interaction with each other without any prerequisites, such as 
accepting a friendship and so forth. Such a design facilitates the message exchange and makes Twitter a vast domain 
of discussion. Twitter functions as an appropriate means for strategic campaigns. It can easily be seen that Twitter 
has a potential of providing news, organizing a large number of followers and enabling direct communication 
between politicians and citizens. “In broad sense, social media is conceptualized as various digital means facilitating 
the interaction and message exchange of publics among themselves as well as with organizations (Liu et al, 2011). 
Hence, according to Khanfar, publics are now seen as powerful communication groups rather than conceptualized as 
“researched”, “classified” and “communicated.”  
Activism and Generation Y 
In any situation, publics act according to three independent variables: recognizing the problem, recognizing the 
limitations and the level of being related to the situation.  According to the situational theory of publics, these three 
variables affect the active (seeking information and passive (processing information) communication behavior of a public. 
The higher the problem recognition and the lower the limitation recognition level of a public is, the more effectively this 
public tries to reach information, which in turn, enhances potential effects of an organization. The situational theory of 
publics helps public relations practitioners to perform measurements, definitions and classifications towards publics in order 
to understand their structures and also plan organizational communication better. J. E. Grunig and Hunt (1984), publics 
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pass through a three-level development process and reach an organizational level, namely from the phase that 
“they do not possess public aspects” to still inactive (hidden) , then, totally aware and displaying active 
communication behavior. Later, J. E. Grunig and Repper (1992) have classified publics into four theoretical categories: 
the publics interested in all issues, uninterested publics, the publics interested in only one issue and those interested in the 
issues on the agenda (p. 50-51).  
As publics pass through these stages in order to be more effective, they generally get organized in groups and as 
they have more opportunities to voice themselves, they get more powerful. When it is achieved, their behaviors and ways 
of communication become mature enough to be identified as “activist” (J.E. Grunig, 1997). As defined by L.A. Grunig et 
al., “an activist public is composed of two or more individuals who have been organized another public or other publics 
through an action consisting of education, convention, persuasion, pressure tactics or power” (p. 446). Activists, at the 
same time, can be considered as special interest, pressure or issue groups, the organizations composed of ordinary 
people, social movements or furious publics. Based on the views of Smith (1997), D. P. Ferguson (1997) has 
determined that getting organized in groups to attain certain objectives and using communication strategies are the basic 
principles of activism. On the other hand, determining that publics provide a significant power to the groups that are 
particularly more effective or activist, and even those with relatively more resources as well as the groups creating pressure 
in order to get into dialogue about the issues causing perturbation in a study conducted by J. E. Grunig (1997) and L. A. 
Grunig et al, can be regarded as a reply to the respective criticisms.   
By forcing organizations to harmonize themselves with their environments and as consequence, to be more 
effective, activists “try to improve the functions of organizations externally” (L. A. Grunig, 1992: 504). If activists 
perceive organizational communication ineffective or insufficient wend their way to some other areas in order to meet 
their need for acquiring knowledge (Anderson, 1992). Several researchers (J.E. Grunig & L.A. Grunig, 1997; Lerbinger, 
1997) have analyzed the strategies that the activist publics launch to attain their objectives. Lerbinger argued that 
activists follow a certain path for enhancing communication and behavioral pressure by expressing their 
“complaints” and “requirements” (individually or as a group), organizing groups to “impose their demands,” 
having an overall public consent, launching “the tactics creating crisis” and motivating the news media (p. 120).   
According to Michael McQueen from Australia, “Generation Y live in a period that information 
technologies dominate everything by transforming the world to a global village and human beings live in an era that 
businesses change everything, including lifestyles. In other words, they live along with change and grow up with 
digital technologies.” 
x Generation Y likes to ask “why,” which indicates that they do not yield to authority. Therefore, obedience 
without adoption seems to be quite difficult.  
x Being conscious of their rights and quite recalcitrant, this generation knows how to fight with the 
uninterested and unjust ones.   
x Generation Y is interrogative and has awareness.  
x Generation Y thinks that resect should be earned and acts according to this philosophy.  
x They are the ones who express their complaints and can see that surviving in this world is not easy. 
x Being rather impatient, Generation Y stands against authority through social networks, such as Facebook 
and Twitter.  
 
Purpose and method 
 
Purpose 
 
The purpose of this study is to determine the interest of young people in politics and how they use their political 
sources with respect to their practices in following the global political events. Thus, it has been intended to find 
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replies to the following questions: 
 
1. What is the distribution ratio of the total tweets sent to the candidates running for mayor? 
2. What is the distribution ratio of the content (positive, negative or neutral) of total tweets sent to the 
candidates in local elections? 
3. What is the distribution ratio of positive, negative or neutral messages according to the number of the 
followers of those who sent tweets (considering the mass that was reached)?  
 
Mthod 
The election results have been analyzed regarding the three questions above with comparative content 
analysis method and the results have been discussed in accordance with the general purpose of the research. The 
tweets sent every four hours between February 20 and March 6, 2014 were semantically analyzed as positive, 
negative and neutral over randomly selected 200 tweets for each candidate. According to a news item in Sabah, 
“Twitter in Turkey and Figures (Keser, 2014), “although there is not a detailed statistic open to public about the age 
profile of Twitter users, it is known that approximately 50 % of the users are between 19 and 25. In addition, 70 % 
of those use Twitter via smart phones or tablets. In this regard, during the period before the elections Twitter 
Monitoring was administered and 9.000 messages were monitored, in which the names of the candidates for the 
mayor of Istanbul Metropolitan City were mentioned. Of the respective messages, those sent by the candidates as 
well as the news channels were eliminated. Then, through a secondary analysis, more than one messages belonging 
to a particular user was disregarded. As a result, the same number of tweets sent by 2.888 users was semantically 
examined and the comments about the candidates were semantically classified as positive, negative and neutral.  
 
Findings 
In this section, with regard to the secondary objectives, the results of the analysis on Twitter as the 
sampling of this study use most are presented:  
1. Distribution ratio of the total tweets sent to the candidates running for mayor  
 
For each user, one tweet has been analyzed. Thus, Kadit Topbaş received 1173,  Mustafa Sarıgül; 825, 
Rasim Acar,; 400 and Sırrı Süreyya Önder: 490 tweets.  
 
2. Distribution ratio of the contents of total tweets (positive, negative or neutral) sent to the candidates 
running for mayor  
 
x According to the negative tweets the candidates received, Kadir Topbaş got 123, Mustafa Sarıgül; 
109, Rasim Acar; 8 and Sırrı Süreyya Önder; 49 messages. 
x According to the positive tweets the candidates received, Kadir Topbaş got 95, Mustafa Sarıgül; 
36, Rasim Acar; 84 and Sırrı Süreyya Önder; 59 messages.  
x According to the neutral tweets the candidates received, Kadir Topbaş got 955, Mustafa Sarıgül: 
680, Rasim Acar; 308 and Sırrı Süreyya Önder; 382 messages.  
 
3. Distribution of positive, negative and neutral tweets according to the number of the followers of 
those who sent messages (considering the masses that were reached) 
 
x According to the approximate number of users reached through tweeters about Kadir Topbaş, the 
number of negative tweets are 84.460, positive tweets: 796 and neutral tweets: 872.146.  
x According to the approximate number of users reached through tweeters about Mustafa Sarıgül, 
the number of negative tweets are 107.460, positive tweets: 43.978, and neutral tweets:  526.415.  
x According to the approximate number of users reached through tweeters about Rasim Acar, the 
number of negative tweets are 1903, positive tweets: 54.799, and neutral tweets:  413.433.  
x According to the approximate number of users reached through tweeters about Sırrı Süreyya 
Önder,  the number of negative tweets are 19.855, positive tweets: 62.107, and neutral tweets:  
275.736.  
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Comparative Analysis: 
With regard to the ratio of positive, negative and neutral tweets, those who received the most tweets in the 
respective categories are successively Sırrı Süreyya Önder, Rasim Acar, Kadir Topbaş and Mustafa Sarıgül. Having 
received the most tweets, Sırrı Süreyya Önder is followed by Mustafa Sarıgül, Kadir Topbaş and Rasim Acar. 
Moreover, Sırrı Süreyya Önder is again the one who received the most negative tweets. However, it should be noted 
that the number of these messages is less than the ratio of negative messages in all categories. Having received a 
rather close ratio of tweets to Sırrı Süreyya Önder, Rasim Acar is flowed by Kadir Topbaş and Mustafa Sarıgül.    
When the positive, negative and neutral tweets were examined according to the number of the followers of 
those who sent messages about the candidates, Sırrı Süreyya Önder ranked first and was followed by Kadir Topbaş, 
Mustafa Sarıgül and Rasim Acar. Acoording to the same findings, the candidates who received negative tweets most 
are Rasim Acar, Sırrı Süreyya and Kadir Topbaş. In addition, with regard to the followers of those who sent tweets, 
Mustafa Sarıgül seems to have received no negative messages.  
 
Discussion and conclusion 
 
As a result of the analysis, it can be concluded that with regard to the total number of messages, exact 
reflections of the elections results were obtained. Similarly, the candidate of AKP ranked first, CHP second, HPD 
third and MHP fourth. Thus, it could be inferred that the when total dialogues on Twitter are analyzed with correct 
filters; it would be possible to make realistic predictions about election results.  
 
Furthermore, when the messages were semantically classified, it was found out that the users avoided 
making positive or negative comments on the candidates to a great extent; thus, neutral tweets had a rather high ratio 
with respect to total number of messages.      
 
Finally, in the light of the findings obtained by calculating the arithmetic mean of the Twitter followers, 
another analysis was implemented towards the masses that the respective messages reached. As a result, the 
comments about the candidate who ranked third after the elections; in fact, reached rather large masses and became 
the first regarding the number tweets. Likewise, the number of the masses that the comments about the candidate 
who became the fourth after the elections closely followed those mentioned above. Nevertheless, it was also 
determined that the number of the masses that these messages reached did not display parallelism with the election 
results. Therefore, it might be argued that positive and negative messages shared over Twitter are not so influential 
on the political preferences of the readers.   
 
Based on the hypothesis that “as a means of social media preferred especially by Generation Y, Twitter can 
be an element of political activism enabling young people to express their political choices and decisions,” the three 
fundamental questions of this study have been answered as follows:  
1. Generation Y consider themselves rather influential on political decisions and reflect it in their 
correspondence in Twitter.  
2. Political preferences of Generation Y, which is reflected in their correspondence in Twitter shows 
parallelism with the election results.  
3. Generation Y have utilized Twitter not only as a means of political action, but also a domain for 
expressing themselves and having discussions.  
To sum up, in this study, the use of Twitter, as the most widely utilized means of political activism in 
Turkey, has been analyzed. Moreover, it can be inferred that chosen as the sampling, Generation Y consider 
Twitter as a platform of free social and political expression and also believe in its power to stimulate masses.    
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